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HOW TO USE THIS GUIDE

This eBook is designed for ENT practice owners and administrators
looking to take a more intentional, patient-centered approach to growing
their practice. Whether you're attending the ASCENT 2025 session “From
Foundation to Peak” or simply exploring new ways to align your team
and strategy, this guide is built to support you.

Each chapter offers a step in the journey—from identifying pitfalls to
building a resilient, brand-powered growth strategy. The final workbook
section helps you turn these ideas into action.

Too often, ENT practices treat growth as a cycle of quick fixes — a new
SEO vendor here, a postcard campaign there. These are what we call
Band-Aids: temporary patches that may relieve a symptom but never
cure the underlying condition.

True growth comes from branding — not as a logo or slogan, but as the
foundation of clarity and trust.

“Band-Aids treat symptoms. Branding changes the diagnosis.”

Rest assured, you don't have to read everything in one sitting. Feel free to
skip to the areas most relevant to your current challenges, revisit
chapters as your strategy evolves, and use the workbook as a reflection
tool with your leadership team or agency partners.

This guide is yours to explore—and apply—at your pace.
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CHAPTER 1- WHEN GOOD ISN'T ENOUGH

“You can buy clicks,

but you can’t buy
k reputation”

Summit ENT wasn't struggling. In fact, by many
standards, they were thriving. @

Their outcomes were solid.
Their providers were respected. Their patients were grateful.

But something wasn’t quite right.

Even with a full appointment book some weeks, new patient growth stalled other months.
Referrals were inconsistent. Providers had well-established name recognition among their
peers-but far less among the patients who actually needed them and whom they wanted to
see and treat.

The issue wasn’'t competence. It was visibility. And clarity.

Harborway ENT faced similar challenges. But their instinct was to solve the problem with a
flyer. Then a boosted Facebook post. Then a local event sponsorship. Each idea felt like a step

forward—until they looked back and realized they hadn’t moved far at all.

Their tactics felt like random steps rather than part of a clear path. They were doing
“marketing,’ but not executing a plan.

The truth? Most ENT practices today are good. Most provide high-quality care.

But here’s the myth: more marketing is not the answer. Buying another postcard drop or
“trying Google Ads again” rarely changes long-term results.

As one physician said: "You can buy clicks. You can't buy reputation. You have to earn a brand."

But in a competitive landscape where patients have options and expectations, just doing
more isn't usually enough.



A New Set of Pressures

84% of patients check
Today's ENT practices face shifting conditions: online reviews before
« More care options for patients-from urgent choosing a new provider.

care to telehealth
« Retail health systems offering fast access and heavy marketing
« Corporate consolidation reshaping referral patterns and payer negotiations
« Increasing practice regulation and reimbursement complexity
« Patients using Google and online reviews as their first (and last) filter

These pressures are squeezing practices from both ends—volume and margin.

It's no longer just about being the best doctor. It's about being discoverable, trusted, and
chosen by patients before they even walk in the door. So where does that leave a practice
trying to grow in today’s environment? It starts with brand clarity.

Branding Is Not a Logo

Branding isn't something that happens after you grow.
It's what enables your growth to begin with. & s

Your brand is: I l I I I I

e The promise your practice makes TOPMIONTY WALSENG  FEDOM  AESSONSVE COMIOENCE  COMPASSIN
« The feeling patients associate with your experience
e The clarity your staff has about what you stand for
« The consistency of your presence—onlineg, in person, and over time

Practices like Summit ENT are learning this firsthand. Summit ENT understands that patients
today care how a practice makes them feel before walking in the door. Their peers who
struggle to articulate what makes them different-beyond board certification and years of
experience are often losing out. Band-Aids treat symptoms. Branding changes the diagnosis.

Key Messages:
e Great care is the foundation, but not the full formula
« Visibility, alignment, and consistency drive sustained growth
« Branding is not a marketing add-on—it's the root of strategic clarity

Let’s look at what happened when two practices faced this challenge, and chose two
different paths.



CHAPTER 2 - TWO PRACTICES, TWO PATHS

The best way to understand brand-building’s impact is to see it in contrast.

That’s why this guide will follow the stories of two fictional but highly realistic ENT practices.
WE'll follow the journey of Summit ENT and Harborway ENT through successes, setbacks,

and turning points.

Both practices:
e Serve mid-size suburban communities
e Have 4 physicians, an audiologist, and at least one APP
e See ~170 new patients monthly
e General ENT including sinus surgery, allergy services, hearing care, and sleep apnea
treatment - limited cancer
e Use EMRs and work with at least one external marketing vendor

But how they approach growth could not be more different.

Summit ENT: Playing the Long Game Research shows that nearly 82%
of patients trust their local
provider, far outpacing trust in
the broader healthcare system.
Summit ENT leaned into this by
making sure every digital and in
person touchpoint reinforced

their identity and values

Summit ENT decided two years ago: to treat
marketing not as an afterthought, but as a

strategic lever.

They built a clear brand narrative.
They revamped their patient intake and follow-up process to align with that narrative.
They prioritized digital visibility—Google reviews, website content, online scheduling—before

investing in paid ads.

They move deliberately - and avoid random swings.

They climb with intention.



Harborway ENT: In and Out of the Game

Harborway ENT isn't lazy and by most accounts run a successful practice. But their marketing
approach is inconsistent. They dabble in campaigns and switch vendors when results aren't

immediate.

They struggle with:
e Explaining what makes them different
e Coordinating staff around a single message
¢ Knowing how much to invest-and when to pull back on marketing

e Measuring what's working (and what's noise)

Their growth is sporadic. Their staff often feel confused about what's being promoted this

month and why.

Most importantly, they don't have a shared sense of where they're going-or how they'll get

there.
What This Story Will Show
WE'll use these two practices as anchors throughout the guide. Their journeys will mirror the
decisions ENT practices must make every quarter:
¢ Are we investing in clarity or chasing a quick win?

e Are we aligned internally or reacting externally?

e Are we building something lasting—or busy with one-offs?

There's no villain here. Just choices.

And each one comes with consequences.
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Strategic Contrast

Strategic Element

Growth Philosophy

Decision-Making
Lens

Brand Narrative

Patient Engagement

Review Strategy

Staff Alignment

Website

Social Media
Presence

Strategic ENT

Long-term brand building anchored
in identity and patient experience

Purpose-driven: "Does this align
with our brand and goals?"

Clearly defined brand story
expressed consistently across
channels

Educational content, community
talks, and personalized
communications

Proactively builds digital trust
through structured patient
feedback

Brand values shared across front
desk, clinicians, and support staff

Serves as a trusted resource and
reflection of practice identity -
maintained but not overwhelming

Selective use of platforms aligned
to long-term vision - posts to
humanize and educate

Harborway ENT

Short-term tactics in search of
wins

Impulsive: "What haven't we tried
yet that might work?"

Lacks brand clarity, uses disjointed
messages

Occasional promotions, limited
two-way communication

Has some good reviews and some
bad. Over-indexes on the bad and
sporadically tries to combat them
with review request tactics that
loose steam.

Marketing efforts disconnected
from support staff and patient
experience

Basic presence, not leveraged as a
patient acquisition tool. Some
outdated information due to
monumental task of overhaul

Chases trends with without a
cohesive or consistently executed
plan

This isn’t about spending more money. It's about making smarter, more coherent brand decisions
that reflect your values, educate your market, and create patient trust over time.

Summit ENT's success isn’t born from budget—it’s born from intentionality. Harborway ENT is
working just as hard—but without the strategy, their effort disperses instead of compounds.



CHAPTER 3 - LAYING THE FOUNDATION

The temptation is always to start with action: launch a campaign, build a website, buy Google
Ads.

The base of any solid building or business is its foundation. Even before a practice rises into the
digital ecosystem, the foundation must be strong; gaining clarity and alignment on your Brand
Identity and Patient Experience avoids wasted time and money while improving the chance for
expected results.

1.Brand Identity - Your values, tone, visuals, and point of view

2.Patient Experience Alignment - What patients actually encounter from your practice, both

online and offline
a.Digital Hygiene - Accurate listings, accessible web presence, consistent provider info

Without a proper foundation, efforts and actions don’t stack. They slide.
Without brand alignment, marketing becomes noise.

With alignment, every tactic compounds. Today's savy consumer is

exposed to 10,000 healthcare
ads daily. A brand strategy
helps your efforts cut

Summit ENT started not with ads—but with answers. i
through the noise.

Before launching any campaigns, the Summit team got in a room and asked foundational
question like:

¢ What kind of patient experience do we want to be known for?

e What is our promise to the community?

e How do we sound, look, and feel—online and in person?

Their team came together to define a single core message: “Helping our community breathe—
and live—fully.”

From that came everything else:
¢ A consistent tone in phone greetings, website copy, and review replies
¢ Abrand look and feel that matched the in-office experience
e Team onboarding that reinforced the patient promise

This wasn'’t branding for branding’s sake. It was strategic clarity.

And clarity gave them freedom and lift.



Meanwhile at Harborway

Harborway ENT skipped these basics. Their Facebook ad promised "next-day
appointments," but their website still showed outdated hours, and two online listings listed a
physician who left the practice last year. The mismatch created confusion before a patient
even walked through the door. They launched a paid campaign before fixing their website.
They paid for call tracking but hadn't trained front desk staff on how to answer branded
inquiries. Patients who called were put on long holds and offered appointments weeks out.

Their providers described the practice differently in every conversation. Their ads didn't
match their landing pages nor the language used in the clinic. In fact, their website still had
their old logo, often having patients ask if they were in the right place.

It wasn’t disinterest—it was disorganization.

And it cost them.

Why Brand Clarity Matters First
e Without alighment, your marketing message falls flat—or contradicts itself
e Without internal clarity, your patient experience will vary by provider, by location, by
mood
e Without purpose, your staff have nothing to rally around during hard weeks and often
revert to bad habits rather than lean into trained excellence

The payoff of foundational work is not always immediate. But it's compounding.
Summit’s patients started using the same phrases in reviews that the team used internally.
That's not coincidence. That’s coherence.

Key Messages:
e Strategy before spend
e Alignment before activation
e Brand clarity is your first (and best) marketing multiplier

Next, we'll look at what happens when Summit and Harborway put their plans into motion.



CHAPTER 4 - CLIMBING WITH INTENTION

With a strong foundation in place, Summit ENT moved into execution.
But they didn’t start by throwing everything at the wall.

They focused on:
¢ Optimizing their Google Business Profile
¢ Encouraging online reviews through staff prompts, inexpensive QR cards matched with
human requests along with an automated reminder system.
e Updating service pages and adding SEO-rich blog content

Beyond the baseline systems, Summit ENT began layering in educational content designed to
build trust, not just attention.
¢ They published monthly blog posts answering common patient questions like, “Is balloon
sinuplasty painful?” or “Do | need allergy testing first?”
e They created quarterly email newsletters featuring success stories, seasonal care tips, and
updates from their providers.
e They even experimented with short videos of staff explaining procedures and offering at-
home care guidance — extending the familiarity of the practice beyond the clinic walls.

This steady drumbeat of clarity across multiple touchpoints gave patients a sense that
Summit ENT wasn't just present, but predictably present.

As one patient wrote: ‘I felt like | already knew what to expect before | walked in — your nurse
explained it in a video online.”

The Power of Predictability: Patients don't need louder marketing. They need reassurance,
clarity, and consistency. Summit ENT showed up the same way, in the same voice, across
every platform — and that predictability became a promise.

Their early wins weren'’t viral. They were solid.

And they stacked.

Quarter by quarter, they expanded efforts—adding social campaigns, local partnerships, and
reputation-building initiatives.

Their calendar included:
¢ Monthly team marketing check-ins
e Quarterly brand audits
e Semi-annual goal reviews

Their brand wasn't a campaign. It was a compass.



Meanwhile at Harborway

Harborway launched three campaigns in six months:
¢ Aradio ad promoting sinus surgery and sleep relief
e A Facebook giveaway for an air purifier
¢ A one-time newsletter to referring providers announcing the new allergy solution, Sub-

lingual Imunotherapy (SLIT)

Each effort looked, sounded, and felt different.

Results?
e Patients were confused about what Harborway actually specialized in
e Staff struggled to support calls from unclear messaging

)

e The vendor churn rate increased as leadership blamed “bad marketing’

Harborway wasn't lazy. They were scattered.

Consistency > Intensity

Summit’s growth wasn'’t always flashy. But it was focused.

And when issues arose—like a short dip in call volume—they had structure to assess, adjust,

and keep climbing.

Harborway had no such map. Only a string of tactics and a string of frustrations.




Summit ENT vs. Harborway ENT

How Two Similar Practices Took Very Different Steps

SUMMIT ENT HARBORWAY ENT

+” Built a Foundation X Chased Symptoms

They clarified brand voice, visual identity, They jumped into ads without defining who
and internal messaging before launching they were or what set them apart.

any external campaigns.

« Prioritized Consistency X Fragmented Presence

Every listing, page, and call reflected the Website copy said one thing, ads said

same tone and message, reinforcing trust. another, and the front desk said neither.

+” Focused on the Patient Journey )¢ Focused on Quick Wins

Summit mapped every marketing move to Harborway hoped each tactic would deliver

key patient decisions—from symptom to magic. None did, consistently.

scheduling.

Key Messages:
¢ Intensity fades. Consistency compounds.
e Success is about both velocity AND direction.

¢ Brand-aligned execution multiplies your investment—disjointed efforts dilute it.

Next: What happens when both practices hit a wall?



CHAPTER 5 - HEADWINDS AND HARD TRUTHS

All growth hits turbulence. For Summit ENT and Harborway ENT, the fifth quarter was the
storm.

A lead APP at Summit ENT announced she would take maternity leave by early spring. Not
long after, one of their most reliable front desk team members accepted a job closer to home.

By February, Summit’s lean operational setup became stretched. With one fewer provider
and an open front-desk role, the team was scrambling. Check-in staff were answering
inbound calls between patients. Providers had fewer buffers between appointments. Wait
times crept upward.

At the same time, demand was up.

The brand work had worked.

Summit ENT had grown its visibility, which meant more appointment requests and call
volume—at the exact moment the practice had the least bandwidth to manage it.

Summit’s Response

Here's what didn’t happen:

¢ They didn’t pause marketing.
e They didn't cancel future campaigns.
¢ They didn’t panic.

Instead, they:

¢ Reprioritized messaging: shifting from volume-driving ads to educational content and
patient experience stories

e Activated cross-training: temporarily upskilling an allergy tech to support the front desk

¢ Increased follow-up communication: using their CRM and email system to set
expectations with patients about response times

e Listened internally: holding a 30-minute staff pulse meeting every Friday to capture
bottlenecks and morale



These weren't expensive moves. They were strategic ones.

The marketing remained consistent, even if the pace of patient onboarding had to slow.

Patients didn’t drop off. New referrals didn’t disappear. Even a negative review surfaced: “The
office feels different lately — longer waits.” But within days, loyal patients posted fresh positive
reviews unprompted. Their brand had earned advocates who balanced the narrative.

Summit’s resilience wasn't accidental — it was baked into their culture.
Because Summit had built trust—and trust has inertia.
Harborway’s Reaction

Harborway ENT experienced their own staffing crunch. One of their front office coordinators
left abruptly after burnout (perhaps from) inconsistent campaign expectations and constant
patient rescheduling.

With mounting frustrations, leadership decided to "pause all marketing until things stabilize."
Their logic was clear: if you can't manage demand, why stoke it?

But here’s the outcome:
e Their digital ad quality score fell
e Google suppressed their listing due to declining engagement
e Their review volume dropped as staff stopped prompting patients
e Their social pages went dark

And most importantly, long-term as well as new patients started to notice that something’s
off.

Trust declined. Team morale dipped further. New patient visits shrank—but the workload
didn’t.

Every practice will face storms. The difference is whether your brand bends or breaks.
Your brand isn’t just a driver of growth. It’s your anchor in the storm.

Key Messages:
e Disruption is inevitable—resilience is optional
e Marketing consistency during hard times signals professionalism and stability
¢ You can't build trust only when it's easy

In Chapter 6, we'll see what happens when both practices emerge from the storm—and what
ultimately defined their results.



CHAPTER 6 - THE REVEAL: IT WAS BRANDING ALL
ALONG

Harborway ENT never lacked hustle. They wanted to grow. They wanted more surgical

volume, more allergy patients, more reach.

But wanting without planning led to a cycle of short-term surges followed by long-term

slumps.

Sixteen months into their journey, Harborway had:

e Switched marketing vendors three times

¢ Run five uncoordinated ad campaigns

Cycled through two front desk hires

Spent more on marketing than Summit ENT

Gained only a marginal increase in new patients

And the worst part? Staff morale had dipped. Patients were confused. Referrals plateaued.

Meanwhile, Summit ENT?

They didn’t avoid all turbulence. As we saw in Chapter 5, they faced staffing disruptions and

resource strain. But their direction never wavered.

Because they had built their strategy on something more stable than tactics:

Brand.




Why Branding Isn’t Just Marketing

Most practices think of branding as “nice to have.” Something polished and professional that
lives in your logo, your fonts, your brochures.

But true branding isn't only about colors. It's about clarity.
¢ [nternally, it means your team knows what you stand for
e Externally, it means your patients recognize and truly experience what you promise
e Operationally, it means your tactics are tethered to strategy

Brand is the steady drumbeat behind every patient experience, every post-op call, every
review reply, every hallway interaction.

When a practice operates with clear brand intent, patients feel it before they understand it.
They're more likely to trust, to stay, and to refer.
The 60/40 Rule: Balancing Brand and Conversion

e 60% of marketing should build long-term brand equity — stories, education, visibility.
e 40% should drive conversion — offers, calls-to-action, scheduling prompts.

Summit followed this balance, building equity first so their ads later outperformed
benchmarks. Harborway chased the 40% alone — and paid for it.

The Practice Development Pyramid in Action
Summit ENT didn't just "get lucky."

They methodically climbed the Practice Development Pyramid:
1.Brand Alignment - Patient promise, team clarity, visual and verbal consistency
2.Reputation Building - Reviews, local engagement, community partnerships
3.Digital Visibility - Website content, local SEO, directory accuracy
4.Targeted Promotion - Google Ads, social campaigns, call tracking
5.Experience Optimization - Streamlined intake, NPS surveys, feedback loops
6.Strategic Growth - Expansion planning, referral programs, service line depth

Each step lifted the one before it. And because the pyramid was built on a strong brand
foundation, each layer multiplied—not muddled—their results.

Harborway ENT attempted some of these steps. But without structure or sequencing, they
became costly detours instead of drivers.



Proof in Practice

A 2021 study from the Institute of Practitioners in Advertising (IPA) found that “consistent
brand marketing doubles the efficiency of your media spend over time.”

Further, brands that “go dark”—stop investing in visibility—lose an average of 2% of future
revenue every quarter they remain silent.

Summit ENT avoided both fates. They didn’t overspend. They didn’t disappear.

They invested strategically. They built trust. They grew.

Your brand already exists — in your reviews, your phone greeting, your front

desk scripts. The only question is: are you shaping it, or leaving it to chance?

278

Key Messages:
¢ Branding isn't something you do after you grow—it's how you grow
e Strategic consistency outperforms tactical intensity

e A brand-first approach aligns your people, your patients, and your potential

In our final chapter, we'll zoom out. What lessons endure? What questions should you ask of

your own practice—or the agencies you hire?

Let’s look at the road ahead.




CHAPTER 7 - A STRATEGIC LOOK BACK

Time reveals patterns. And in the stories of Summit ENT and Harborway ENT, the patterns

are clear.

Both began with similar capabilities. Both had skilled providers and a genuine desire to grow.

But one built a ladder, and the other kept leaping for low-hanging branches.

This chapter isn't a victory lap for Summit ENT. It’s a strategic pause—an opportunity to

reflect, reset, and reframe how ENT practices think about growth.

Because as you've seen, it's not about outspending. It's about out-aligning.

The Patterns That Emerged

1. Strategy Before Tactics
e Summit clarified their message before launching promotions.
e Harborway reacted to symptoms instead of diagnosing the root problem.

2. Consistency Builds Trust
e Summit’s brand was a drumbeat.

e Harborway’s was a mix tape.

3. Brand Is Not Optional
e Summit built from brand clarity upward.
e Harborway skipped the foundation, then blamed the structure.

4. Internal Alignment = External Cohesion
e Summit’s team knew the message and delivered it.
e Harborway’s team varied by day, department, and direction.

5. Disruption Is a Test of Culture

e Summit responded to staffing setbacks with resilience and role clarity.
e Harborway unraveled—because the only glue they had was hope.



You can't outsource vision. Vendors can run ads or build websites, but only your leadership
can define what your practice stands for. Without that, every tactic is just noise.

Making this a real-world example; “Summit More than 2.5x more chances to
ENT” saw an average of 356 leads per month /\"}‘ ‘help our community breathe—and
in their first few months. Looking at the first live—fully.”

half of 2025, Summit ENT generates 920 leads per month. Reinforcing the importance of
focusing on the foundation and climbing the Practice Development Pyramid will result in

lasting and compounding growth.

Strategic Questions to Ask Now
As you look ahead for your own practice, pause to ask:
1.Do we have a defined brand narrative that all staff can articulate?
2.Are our marketing tactics aligned to a clear sequence of strategic priorities?
3.How consistent is our patient experience across all touchpoints?
4. Are we measuring the right things—or just the most visible things?
5.Do we view branding as the bedrock of growth—or as a cosmetic expense?
6.Are we building systems that create momentum - or campaigns that reset every quarter?

The Pyramid Revisited
If you take only one thing from this guide, let it be this:
Brand is not the top of the mountain—it’s the trailhead.

Every campaign, review, expansion, or initiative you launch should trace back to a clearly
articulated promise and purpose.

That’s how you build not just a practice—but a brand patients trust and teams rally behind.
So take a moment now. Review your foundation first, then the path. Refocus your energy.
And then—climb.

Which of these paths reflects your current approach - and what would it take to pivot?
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Summit Intentional
ENT Ascent

Building an effective patient
acquisition pyramid involves
a multi-step approach,
starting from the
foundation and moving
towards the pinnacle. Targeted Advertising
Here are the key and Conversion
elements to
consider:

Enhancing Visibility and Reach

Building Trust and Engagement

Establishing a Strong Online Presence

By following this multi-step pyramid approach, a surgical practice can effectively acquire new patients,
drive revenue, and establish a prominent digital presence in the competitive healthcare landscape.
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» Data Analysis and Optimization: Regularly analyze the performance of
marketing efforts to refine strategies, optimize conversion funnels, and

olels, allocate budget effectively for maximum ROI.

e

::::::' » Adaptive to Market Trends: Stay updated with industry trends, patient
ote® preferences, and technological advancements to adapt marketing

strategies for sustained acquisition and revenue growth.

» Paid Social Ads: Leverage targeted social media advertising to reach =
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» Developing a Social Presence: Actively engage with potential patients on
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STRATEGIC GROWTH WORKBOOK




Reflection Questions

These five strategic reflection questions are designed to help ENT practice administrators
and physicians align on goals, identify growth blockers, and recalibrate their marketing
direction.

1.What is the single most important thing we want patients to feel or believe after
interacting with our practice?
o Tip: Think beyond procedures. Focus on trust, relief, comfort, or clarity.
2.What patient experience moments (calls, check-ins, website visits, follow-up calls) do we
overlook that could reinforce our brand?
o Tip: Strong brands are built in everyday moments—not just billboards.
3.If we stopped all marketing today, what would patients remember us for?
o Tip: This reveals your true brand equity—what has stuck.
4.Where are we investing the most effort today—and is it aligned with long-term brand
and growth goals?
o Tip: High effort doesn’t always equal high impact. Map effort to outcome.
5.What does "strategic growth" actually mean to our practice right now?
o Tip: Is it about volume? Margin? Referral strength? Expansion? Alignment matters.

Practice Development Pyramid Summary

This pyramid reflects the stages of practice growth, rooted in branding as the foundation:

1.Brand Alignment

o Establishes your promise, tone, look, and internal clarity
2.Reputation Building

o Generates trust through reviews, consistent messaging, and patient feedback
3.Digital Visibility

o Ensures patients can find you easily through SEQ, listings, and relevant content
4.Targeted Promotion

o Activates awareness and action through paid ads, social, and campaigns
5.Experience Optimization

o Strengthens operations and patient journey: intake, follow-up, service recovery
6.Strategic Growth

o Supports expansion, efficiency, and long-term business sustainability



Quick-Start Action Plan

Your Next 7 Days: Aligning Brand and Growth
Before you leave this eBook behind, use this checklist to move from insight to execution:

D Schedule a 1-hour leadership review of your current brand positioning - words, actions
and alignment matter.

C] Run an internal branding audit: Is your message consistent across channels and staff?
C] Identify one quick win to improve visibility (e.g., review prompt card, homepage CTA).
D Map your current marketing investments to the Practice Development Pyramid.

[:] Define your 12-month growth priority—and what strategic moves support it.

C] Share this workbook with your marketing agency and request alignment.

The Practice Development Pyramid: Four Phases
1.Foundation - Brand identity, team alignment, digital hygiene
2.Engagement - Patient education, reviews, local SEO
3.Growth Strategy - Paid ads, email marketing, analytics

4.Optimization - Quarterly reviews, refinements, balanced budget allocation

Strong practices are not just well-run. They are well-positioned.

Brand is not what you say in ads. It's what patients repeat when you're not in the room (or in
their Google reviews of your clinic).

Use this workbook to make sure those words reflect your best—and build from there.

Strategic branding isn’t extra work.

It's the work that makes the rest of your efforts matter.
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leadership roles with Stryker, Advanced Biohealing,
and Entellus Medical. After Entellus was acquired by
Stryker, Greg helped lead international business
operations across the UK, Nordics, and Ireland—an
experience that broadened his view of healthcare

systems and patient engagement worldwide. LinkedIn

As a Certified Otolaryngology Practice Manager - Corporate (COPM-C), Greg combines his
entrepreneurial eye with proven expertise to help practices “see around corners,” anticipate
obstacles, identify opportunities, and overcome challenges before they take hold. He equips
healthcare leaders to build stronger brands for their practices today—while shaping better

experiences and outcomes for the patients of tomorrow.

When he’s not working with practices, Greg enjoys staying active through yoga, running,

watching live sports, and—most of all—supporting his kids in both athletics and life.
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